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It is quite some time since Peter Drucker said that the pur-
pose of a business is “to create a customer” (1986, p. 47).
However, in the present day context,where customer loyalty
is fast becoming a hard-to-get proposition both in business-
to-business (B2B) markets and business-to-consumer (B2C)
markets, customer creation is simply not enough to guar-
antee sustainable profitability. It is imperative that busi-
nesses ensure that customers, who have made an initial
purchase of the company’s offerings, continue to repeat
their purchase behaviour over time. Hence, conversion of a
prospective customer into a profitably loyal one mandates
that enterprises, whether small, medium or large, look
beyond traditional market metrics in order to identify and
retain existing customers who are profitable for them. Rep-
resenting the interaction as ProfitsZ f [customer acquisition
(CA) þ customer retention (CR)], the potentiality of
achieving CR needs to be guaranteed by managing customer
perceptions in face of such forces as increased level of
competition, customer idiosyncrasies, and technology-
enabled networking among a company’s stakeholders.
Enumerating in this context, Dr. Kumar propounds the
notion of Customer Engagement (CE) that is slated to
benefit not only the customers by offering them a superior
value proposition, but also the company through the
assurance of a steady stream of profits. Primarily, value
capture, termed CEV, is realizable through repeat purchase
transactions, customer referrals, strength of a customer’s
influences on others, and feedback obtained from cus-
tomers (p. 7). Acknowledging that leveraging of the social
media can be crucial for a company’s growth, the CE
construct takes into consideration not only the trans-
actional value attributed to the customerecompany in-
teractions, but also the potential profit avenues achievable
through cultivation of relationship norms with existing and
prospective customers. The inclusion of the attitudinal
construct, customer brand value (CBV), is an attempt to
enrich CE by incorporating customers’ brand-related
intangible perceptions and experiences. Dr Kumar’s trea-
tise of CE is augmented with success stories and instances,
which make a strong case for companies to internalize the
CE philosophy within their organizations.Peer-review under responsibility of Indian Institute of Management
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http://dx.doi.org/10.1016/j.iimb.2014.09.004However, one pertinent issue that can be raised is
regarding the adoption of CE by an organization. It may be
proposed that CE be inducted into an organization more as
a philosophy than as a process, with corresponding diffusion
at all levels of the organization to ensure employee “buy-
in”. Although the book targets top- and mid-level managers
of firms (of various sizes), it is essential that the philosophy
gets embedded throughout the organizational hierarchy
and structure, as interaction with customers e the moment
of truth e can happen irrespective of the designated levels
of interaction. This is all the more crucial for companies
that are in the service business. An interesting case in point
would be that of companies who outsource their customer
call and service centres to other regions of the world,
especially in developing nations. Under such circum-
stances, often driven by cost minimization objectives, the
diffusion of the CE philosophy at all levels can assume
critical proportions.
It has been well recognized that the increased accessi-
bility to individuals through technology-mediated social
media has provided companies with opportunities to iden-
tify and actively engage with current and prospective cus-
tomers. In such a scenario, it may be argued that the CE
construct can be extended to consider retention of
customer groups or communities (e.g., who have similar
dispositions towards a company’s offering), instead of focus
on just individuals, which would allow firms to achieve their
profit goals with reduced transaction costs. The roles of
opinion leaders and marketing mavens (Feick & Price, 1987)
may be useful in customer aggregation that is centered on a
product, brand, or group benefit. In this context, the cre-
ation and nurturance of brand communities (Muniz &
O’Guinn, 2001) by firms can be beneficial in the
formulation and implementation of customer engagement
programmes.
The CBV metric is said to measure “the value that the
customer attaches to the brand” (p. 23). A point that needs
to be considered here is that an individual might have
different perceptions about the brand, that is, brand as a
product, brand as the organization, or brand as employees
of the organization (Aaker, 1996). In such a scenario the
challenge for managers lies in identifying the source(s) of
the significant brand influence and incorporating it into the
CBV, since engagement with customers entails dynamicen
counters between a brand and customers. This is all the
more important in the case of start-ups where the entre-
preneur’s primary aim lies in gaining a foothold in his/her
market. Start-ups may initially rely on the entrepreneur’s
272 Book Reviewor the organization’s brand equity instead of that of the
product.
Investment- and pricing-related decisions are always of
importance for a firm, irrespective of their size. From the
investment standpoint, it may be debated that each of the
basic processes for obtaining CEV (p. 7) involves consider-
able investment on the part of the company in terms of
direct costs and managerial time allocation. Therefore,
based on the product-market characteristics and dynamics,
companies may apportion their investments on that
particular metric (say, maintain a customer referral pro-
gramme) which offers scope for more profitable returns.
For example, start-ups may initially plan more investments
in using referral programmes to gain customers for their
offerings. Differential investments in obtaining CEV may
also be appropriate for those company offerings that have a
long purchase cycle, especially in B2B markets. From a
pricing perspective decisions could be manifold. For
example, should a company pursue a differential pricing
programme for different customers so as to balance the
twin objectives of customer retention and profit suste-
nance? Also how should a company address the price
sensitivity of a customer as the number of his or her pur-
chases increases (or decreases) over the future period?
Hence, the equations for all the elements of the CE
construct may be modified to include a pricing component
to increase the utility of the construct. Additionally, a
customer’s degree of involvement in a product category
(e.g., automobiles versus staples) or brand may also be
factored in the CE metric.
The book lucidly presents contemporary managers and
prospective managerial aspirants with an effective instru-
ment for addressing the complexity that has become an
integral part of the organizational environment, in terms of
customer management. The concepts have been reinforced
through apt examples and inter-linkages between the
various elements make it easy for the reader to visualize
the holistic impact of effective customer engagement.
Perhaps a few cases of companies who have not succeeded(or partially succeeded) because of a lack of an effective
customer engagement programme would have enriched the
exposition further. In terms of interrelationships with
relevant marketing concepts, the notion of CE propounded
in the book can be integrated with market orientation (MO)
literature (Lam, Kraus, & Ahearne, 2010), wherein MO
emphasizes a customer-centered learning organizational
climate for creating higher value for buyers, while simul-
taneously enhancing the firm’s performance. The CE metric
can also be used in conjunction with the SERVQUAL model
propounded by Parasuraman, Zeithaml and Berry (1998)
which assesses customers’ perceptions of service quality
of an organization along five dimensions e tangibility of
physical facilities, reliability of promised service, respon-
siveness to customer requirements, assurance through the
conveyance of trust and confidence, and empathy for
customers.
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